One Economy Corporation appreciates the opportunity to respond to

United States Department of Commerce’s National Telecommunication

and Information Adminstration and United States Department of
Agriculture’s Rural Utility Services’ request for comments regarding

the American Recovery and Reinvestment Act (ARRA) broadband programs.

Description of One Economy’s Credentials

Since its founding in 2000, One Economy has amassed a track record
of maximizing the potential of technology to help low-income people
improve their lives and enter the economic mainstream. To achieve
this mission, One Economy works to ensure that broadband is
available, affordable, and adopted by using a supply and demand
strategy.

To date, One Economy has brought affordable broadband to over
350,000 Americans, connected over18 million visitors to our
multilingual web properties, anchored by our foundation websites The
Beehive and the Public Internet Channel, and trained nearly 3,000
“Digital Connectors” to ensure broadband adoption in low-income
communities.

One Economy has worked with more than 50 communities in the United
States, Africa, and the Middle East to build digital inclusion

programs that include helping owners of affordable housing and local
housing authorities connect their residents to free or reduced-cost
Internet access, developing and deploying affordable wireless
networks, and providing access to affordable computers for

low-income people.

One Economy has worked in both urban and rural environments,
including tribal lands. Examples of such work include holistic
initiatives in:

» Greene County, North Carolina: We transformed this low-income,
tobacco-dependent rural community into a wired,
entrepreneurially-driven community by: 1) providing last-mile
broadband access to 89% of the County, including home, school, and
community centers; 2) delivering training to over 600 residents
through more than 100 Digital Connectors; 3) installing a local



Beehive (www.beehivegreene.org); and 4) equipping over 1,600
students with MacBooks. This model has been replicated in two
additional counties in North Carolina.

* Chicago, lllinois: We brought affordable broadband into over 2,000
affordable housing units, employed over 500 youth in Digital
Connector programs, and partnered with the city’s youth employment
initiative to provide stipends to these youth. Among these youth,

we have increased college enrollment and decreased truancy.
Overall, we have initiated place-based initiatives that compliment

our virtual work with online resources.

Our ongoing efforts are sustained through building the capacity of
local, state, and national partners that integrate technology
activities into their current program offerings.

One Economy has a long track record of fulfilling several of the
statutory purposes of the BTOP program, as it: "provide[s] broadband
education, awareness, training, access, equipment, and support to .
. community support organizations and entities to facilitate
greater use of broadband service by or through these organizations”
Sec, 6001(b)(3) & (3)(A); is an "organization[] . . . that
provide[s] outreach, access, equipment, and support services to
facilitate greater use of broadband service by low-income,
unemployed, aged, and otherwise vulnerable populations, Sec.
6001(b)(3)(B); and "stimulate[s] the demand for broadband," Sec.
6001(b)(5).

One Economy’s Mission Regarding the Stimulus | Broadband with a Purpose
ARRA should create “Broadband with a Purpose” using the available

funds to provide access and, equally critically, to increase the

adoption and utilization of broadband. These funds should be applied

to make a specific and intentional effort to put poor people first

in line to ensure maximum utility.

This mission is achievable if we think in terms of creating a 21st
Century Digital Ecosystem that brings broadband access into the
home, school, workplace, and community. While all of the venues are
important, none are more important than the home when trying to
foster adoption. Home-based access provides the only 24/7 access



point and it ensures that, as a matter of policy, low-income people
will have the same quality of access as higher adoption segments of
the population.

The Importance of Demand

Adoption

Well-designed and well-executed broadband adoption programs are
vital for America to make significant progress on achieving the
President’s vision that the U.S. “lead the world in broadband
penetration” and on realizing the economic, educative, civic
engagement, and cultural benefits of universal broadband adoption by
all sectors of the U.S. populace.

As the Pew Internet & American Life Project’s July 2008 report on
Home Broadband Adoption (“Pew Report”) showed, issues related to
adoption, and not deployment, constitute the most significant

barrier to low-income Americans using the Internet to improve their
lives. The report also hinted at an alarming decline in broadband
adoption by low income Americans, well before the swoon in the
economy that began in the last quarter of 2008. The report

indicated that 25% of low-income Americans — those whose household
incomes are $20,000 annually or less — reported having broadband at
home in April 2008. This compares to the 28% figure reported in
March 2007 among those living in households whose annual incomes are
$20,000 or less.

The Pew Report found that of all non-users and dial-up users, only
14% indicated that the lack of broadband availability was the reason
that they did not have broadband at home. 18% of all non-broadband
users and 35% of dial-up subscribers said that the price of
broadband would need to fall in order to encourage them to switch to
broadband service. By contrast, 17% indicated that they faced
non-price barriers (difficulty understanding, age, or disability) to
obtaining broadband, and 51% stated in some fashion that broadband
was not relevant to them. In the aggregate, a remarkable 86% of
non-broadband users primarily attributed their not using broadband

at home to adoption barriers, not deployment programs.



Emphasizing broadband adoption programs is consistent with the
Broadband Data Services Improvement Act (“Act”), enacted in 2008.
The Act recognized that the “[c]lontinued progress in the deployment
and adoption of broadband technology is vital to ensuring that our
Nation remains competitive and continues to create business and job
growth.” The Act also underscored the importance of programs that
increase adoption in a tangible way by authorizing the Secretary of
Commerce to develop and implement statewide initiatives “to identify
and track the availability and adoption of broadband services within
each state.” The Act required eligible entities to “identify

barriers to the adoption by individuals and businesses of broadband
service and related information technology services...” Emphasizing
adoption, therefore, furthers aspirations that are already ensconced
in federal law.

If we are to move the meter substantially and in a sustainable

manner on broadband, adoption must accompany all deployment efforts.
For this very reason, Congress made $250 million a floor, not a

ceiling, for the National Telecommunications and Information
Administration (NTIA) to spend on broadband adoption (in contrast to

its decision to cap broadband mapping at $350 million) and directed
adoption funding to be part of deployment proposals.

Broadband efforts should focus on both removing barriers to adoption
and maximizing unique opportunities. Broadband adoption programs
should include the following:

* Public awareness -- outreach that is directly connected to
increasing utilization of broadband by targeted populations.

* Relevant content -- content that is relevant to specific user
populations and meets the statutory purposes of the broadband
stimulus program. For instance, low-income populations may require
targeted, local information on education, jobs and entrepreneurship,
while Native Americans may require specific content relevant to
Indian nations. Content should provide quality information and
serve important public purposes.

* Digital literacy -- enhancing or creating know-how for the target
population to use broadband technology effectively for beneficial
purposes. Digital literacy programs include training in how to



obtain and use technology; knowledge about the broad range of
relevant and useful information that is available online at no

charge, as and awareness of online education and skill development
programs provided by local governments, communities, and the private
sector.

* Affordability -- Internet access and hardware must be made

available at affordable price points for low-income populations.

Target Group Definitions

Unserved

Unserved communities are those communities where broadband is
determined to be unavailable to a preponderance of the target
population or is priced so high (in excess of $60/month) to
effectively make it unavailable to a preponderance of the targeted
population. In these primarily rural communities, broadband needs
to be provided through innovative means or subsidized in order to
attract providers and users. The cost of the subsidy in unserved
areas will generally be more than the cost of the subsidy in
underserved areas, so we will likely get less "bang for the buck" in
these areas and must spend wisely. In addition to providing access
and making it affordable, we still have to employ adoption
strategies, though, or these funds will fail to maximize the investment.

Underserved

Underserved communities are those communities where broadband is
available, but it has not been adopted by a preponderance of the
targeted population. An underserved community has an average
adoption rate that is persistently and consistently lower than that

of the national average. Examples of causes may include: low
awareness of broadband; lack of relevant online content; pricing
beyond the means of the target consumer; or a low level of
competition.

The following sorts of measures will increase adoption in
underserved communities:

* Lower the price of broadband via stimulus funds and creative
public/private partnerships that further offset the cost



* Increase the awareness of the benefits of broadband

* Promote digital literacy to increase the ability to utilize broadband
* Provide relevant content

* Facilitate the acquisition of affordable hardware

* Over the long term, re-orient universal service so that a 21st
Century Universal Service Fund supports broadband service for low
income and relatively high-cost rural users.

Maximizing the Utilization of Funds

Intentionality

All proposals to use broadband funds should have the
“intentionality” -- or purpose and effect-- of serving low-income or
underserved / unserved communities and/or one of the statutory
purposes set forth in sec. 6001(b) of the American Recovery and
Reinvestment Act. Without this explicit intentionality, broadband
funds will be applied to target audiences that are far less likely

to need these funds. Grant makers should weigh intentionality with
regard to whether the application is aimed at one of the statutory
purposes and to whether the track record of the applicant and its
partners indicates that they will actually fulfill one or more of
these worthy purposes.

Digital Ecosystem with the Home at the Center

In the 21st century, broadband must be thought of as a 24/7
proposition. To achieve this goal, we ought to create a Digital
Ecosystem: a “meet you where you are” 24/7 interface compromised of
the home, school, workplace, and community through the added feature
of mobility.

Importantly, the home must be at the center of this ecosystem. For
a small business or 21st Century employee with school age children,
working at home at least part of the week is no longer a desirable
option; it is often a necessity. For a student, parental

interaction and education is vital to a healthy education.

Broadband in schools and, lastly, in community centers and
libraries, enabling the next generation of in-class technology and
applications, is also key to this ecosystem and to creating a

culture of positive broadband use.



America must make an affirmative decision to put the poor first in

line for broadband when it thinks of creating a 21st Century
ecosystem. Emphasizing alternative means of broadband access over
home usage will have the unintended consequence of depriving
low-income Americans of the benefits of broadband where they need it
the most. With the home at the center, important services such as
telemedicine, job training, distance learning, and basic education

will benefit those most in need.

Affordability

As the Pew study demonstrates, in order for broadband to reach
low-income and existing dial-up user populations, it must be made
affordable through free or low-cost hardware and free or low-cost
provision of broadband service.

Affordability should not mean a reduction in the quality of service
or the quality of content. To be affordable in the long-run,
programs should also provide a path for low-income populations to
pay for broadband services over time. Elements that will improve
the long-term affordability of broadband include:

* Digital literacy programs to train the target population in

digital technology usage in ways that promote economically
productive uses and that make consumers aware of free broadband
applications that can replace other expensive alternatives

* Relevant content and online applications to promote economic
well-being

 Long-term reduction of costs for broadband, including innovations,
such as wireless mesh deployments that will drive down costs in
rural areas while providing high quality service

» Competition in the provision of broadband

* Paths toward low-income user self-payment in pricing models

* Micro-lending for hardware

* Rebalancing of Universal Service Fund support and targeting of
USAC support for sustainable broadband service to lower-income
communities

Public / Private Partnerships and Leverage



There is no question that given the size and dramatic socio-economic
variations of the United States, $7.2 billion is at most a
down-payment on realizing the Administration’s important broadband
agenda.

For this reason, ARRA provides for a 20% local match to NTIA funds.
We believe that the Rural Utilities Service (RUS) grant programs
should also leverage outside funding sources, as without this, RUS
programs will fail to maximize the enormous potential of the

stimulus funds.

By the same token, RUS and NTIA grant programs should encourage and
require partnerships to leverage funds and enhance program or

service delivery. It is vital to draw upon other funding streams to

obtain the greatest return on stimulus funds. The partnerships may
include any combination of:

* Local and state governments

* National, regional, or local NGOs

* Other federal programs, such as low-income housing tax credits
(IRS Section 42) or other public finance initiatives that involve
public housing construction and modernization

* Private sector funds and deployment expertise.

Grant programs should prefer applications by partnerships whose
members already have a proven record of success. For example, the
strongest broadband deployment grants will include applicants or
partners who have a clear and strong record of success deploying
network facilities.

With regard to governmental and non-profit partners, we urge RUS and
NTIA to favor organizations that demonstrate strong technology
proficiency, a track record of quality implementation, fiscal
responsibility, and a commitment to efficiency.

Innovation

Innovation is an approach, device, or program that extracts a
definable public benefit (consistent with the goals of ARRA) in
light of the resources requested. Innovation may apply to new or



original items, but it must avoid untested experiments with a low
probability for success. In light of the ARRA, innovation should be
confined to utilizing



